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Key Findings: Demographics 

• 71 percent of intercepts were males between the 

ages of 18 and 40 with an education level of a high 

school diploma or less 

• Less than one-third ages 41-59 

• Only 6% age 60 qr older 

• Languages-spoken: English and Spanish :=: 
.--

[Ratio: 77-23] 
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• All females interviewed were accompanying males 



Key Findings: Seasonality & Activity Peaks 

• Summer most popular time of year,· followed by 

Spring then Fall and Winter (88% vs. 32% in Fall) 

• 47 percent visit the area two to three times per 

.·-month 

• Weekends by far the most popular time :of week 

to visit th~_ waterway {88% vs. 12% we~:kdays) 
.--

• Less tha·n one-fourth visit one or more days/per 

week (24%) 



Key Findings: Residency 
Zip Code Origination (establishes residency+ travel distance to area) 

• Most respondents from 77530: Channelview 

• Others in nearby zip codes as follows: 
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Key Findings: Information Preferences 

• Majority obtain information by visiting the waterway 
on the day of their activity 

• More than two-thirds {67) overwhelmingly prefer to 
be given information at the location of their activity, 
when they arrive, with no prior information-gathering 

• All other media <17%. More than 41% express .D..Q 

2nd preference beyond info obtained at fishing location 

• Most (60%) saw signs, warnings or advisories but 
most did not recall or unsure where they saw signs 



Initial Conclusions 
• Deploy signage that illustrates through images 

(i.e. address literacy barriers) 
• Consider flyers in English and Spanish to distribute 

at fishing locations, reinforcing posted signs ,and 
advisories 
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• During p.eak seasons, particularly on weekends, 

utilizing qirect communications tactics a~=, 

·recreational locations will reach widest target 
audience 




